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E’VE always liked the term “owner- 
managed” stores, which is the grow- 
ing situation in America where shoe 
men operate stores under brand 
names and concentrate on a very 
few lines. The owner-managed 
store is usually an independent, but 
the very term “independent” today 
seems to have a connotation of 


» INDEPENDENT ¢ 
_ we 


coldness, of being alone. All sell- 
ing really possesses independent 
spirit. In fact, chains are simply 
multiple shoe stores operated by 
bigger organizations. I don’t know 
but what Kettering’s idea of throw- 
ing away the word “mass” produc- 
tion and calling it “duplicate” pro- 
duction—is a good one. At any 
rate, I’ve gotten this little piece of 
terminology off my mind; some 
help on definitions would be appre- 
ciated for our new Shoe and Leath- 
er Lexicon. . . . (A.D.A.) 

NATIONAL FEDERATION OF 
SALES EXECUTIVES, New York 


City. in its bulletin. presents: 


“Al Sayles—the typical salesman 

typical of the thousands of sales- 
men who sell the output of Ameri- 
can business—typical of the several 
hundred thousand salesmen who are 
thereby making and insuring the 
jobs of nearly fifty million other 
workers—typical of the army of 
salesmen now selling the truth about 
the private enterprise system to the 
American people. 

“Operating under the American 
system of private enterprise, every 
salesman accounts for the output of 
70 other workers in the mechanical 





and manufacturing industries. Thei: 
output may be in the form of prod- 
ucts or services. Salesmen sell either 
or both, thereby enabling these 70 
other workers to keep their jobs and 
maintain their families on the ex- 
ceedingly high American standard 
of living. 

“In other words, since the aver- 
age American family represents 4.3 
people, if one typical Al Sayles falls 
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down in his selling he hits the liveli- 
hood of 301 other people.” 

* * * 
VICTOR T. CHAMBERS of the 
Associated Merchandising  Cor- 
poration and Chairman of the 
N. R. D. G. A. Color Coordination 


Committee, says: 





“Where in former years the Amer- 
ican fashion world recognized but 
three ready-to-wear seasons—Fall, 
Spring and Summer, a new season 
for ‘Winter casuals’ will this year be 
an accepted development. Now this 
trend has come to America and will 
be manifest in a tendency among 
well-dressed women to dress much 
less formally during the months of 
December, January and February 
than in past years. Even within re- 
cent seasons here it has been true 
that casual clothes, classic and spec- 
tator clothes are types that have be- 
come a large part of every smart 
woman’s wardrobe, from the Alpine 
hat to the country brogue. It can be 





[8] 


said definitely that we will now have 

an added season for ‘Winter casuals’ 

coming between the close of the Fall 

and Winter season and the opening 

of the Spring season.” 
* * 


* 
Hi. ARTHUR BURCH, leather 
buyer for E. P. Reed and Company. 
Rochester, New York, in a talk 
which he gives as part of a shoe 
training course for retailers and 
salesmen, says: 

“In order to sell shoes effectively, 
it is necessary to have some factual 
material. The average customer does 
not recognize value in shoes nor 
standards of quality that make for 
high grade footwear. The true ele- 
ment of quality is not based on 
price alone, since there is a definite 
value in every price range. 


“The woman who selects her 
shoes from a Style and Color stand- 
point is sometimes the most difficult 
to sell but when she adds the mate- 
rial to the problem, then the sales 
persons ofttimes starts to wiggle. It 
is at this point that real sales people 
are able to instill in their prospec- 
tive customers’ minds the merit of 
the materials used in the pair of 
shoes, just as strongly as they have 
sold themselves in style and color. 

“Along with your knowledge of 
style, color and materials, do not 
forget that regardless of how excel- 
lent these three requisits may be, 
the pair of shoes will not stay sold 
unless they are made in the correct 
pattern and correct last, combined 
with the hidden elements of soles, 
heels, counters, linings, ete.—which 
are necessary to produce a satisfac- 
tory product. Point out these ‘hid- 
den’ qualities to your customer.” 


” 7. * 


THE average price per pair of the 
footwear imported into the United 
States in October, 1940, was 55.2 
cents. For the first ten months it was 
474% cents, compared with 40.2 
cents and 55.1 cents respectively in 
the corresponding periods of 1939. 
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GREETINGS 
MERRY CHRISTM 
ALIA 


-& 


—Comes the Holiday Season 

—When gifts and felicitations and 
cheery thoughts supplant the cus- 
tomary trials and tribulations of 
harassed mankind. 

—It's so much pleasanter to be 
cheerful than depressed; 

—And the spirit of cheer is so con- 
tagious at this season of the year 
that the pessimist is forced into 
solitary confinement. 

—Problems we have, and will con- 
tinue to have, as long as Man is 
progressing towards his Utopia; 

—But Good Sailors are never made 
by smooth seas. 

—It's the heavy weather that makes 
true and skilled mariners. 

—So, we of the Boot and Shoe Re- 
corder staff, take this welcome 
opportunity to wish you and yours 
a Very Merry Christmas. 

—And express the sincere hope and 
belief that the coming year will 
be one of healthy progress and 
satisfactory profit. 


ST ben 


President 





In the export trade, the U. S. Com- 
merce Department said, the average 
prices were much higher, amounting 
to $1.46 in October, 1939, and 
$1.75 for the first 10 months of 
that year. This compared with 
$1.60 and $1.75% respectively, in 
the same periods of the present 
year. 
. . * 

THE indifference of business men 
to the voice of the National Defense 
Consumers Advisory Commission is 
positively amazing. The attitude of 
the business man is—“So What!” 
He is not building up any fear or 
phobia that the consumers will act 
according to the recommendations 
or dictations of any regulatory com- 
mission. Maybe there has been too 
much cry of “wolf, wolf, wolf.” The 


first “wolf” was the Robinson-Pat- 
man Act. Theoretically, it was sup- 
posed to clean and correct the prac- 
tices of distribution. Actually, it 
was just another collection of words 
without national policing power. 
The pity of it was that theoretically 
it was a golden rule by law. Actu- 
ally it proved to be sweet-sounding 


word cymbals. 
+ 7 . 


C. S. KRIEGER of the Ped-Agree 
Shoe Company, Paterson, N. J.. 
says: 

“There is nothing in the old bro- 
mide about seasonal sales and ter- 
rific markdowns as a help to busi- 
ness. The wise merchant is the one 
who will give nothing for nothing. 

















1 don’t believe in aping any other 
merchant in town, much less the 
man next door to me. The cheape: 
an article is sold, the lower will it 
have declined in the mind of the con- 
sumer. I always strive to ‘oversell” 
my competitor. You may feel that 
this is a most unique procedure but 
it is psychological. 

“The window is the 
trench of any business. 


front line 
During a 
sale, changes must be made every 
day. A few new numbers should be 
introduced alternate'y so that the 
men on the floor can ‘play around 
with them.” In this way, short lines 
can be sold at a neat 
many ‘double - headers’ are 
Often, numbers can be sold at an 
added mark-up and help to increase 
the profits lost on the sale shoes. 


profit and 
made. 


“I speak of the above with quali- 
fications for we are ending one of 
our most successful sales—with a 
legitimate profit that every merchant 
should deserve.” 

* * . 
BD ID “bad feet” put some of them 
there—that’s the question. That the 
State of New Mexico looks after 
the feet of the prisoners at the State 
Penitentiary (when it comes to fit- 
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ting them with proper shoes) is 
evidenced by the following letter 
and order received by H. H. Hale, 
manager of the Brownbilt Shoe 
Store at Albuquerque, New Mex- 
ico. 

Copy of letter: 





THe Penirentiary or New Mexico 
SANTA FE, NEW MEXICO 


Mr. H. H. Hale, 
Brownbilt Shoe Store. 
South Fifth Street, 
Albuquerque, N. M. 
Dear Mr. Hale: 


One of the officers from the Los Lunas 
Ranch will bring one of our prisoners to 
your place for some shoes and this is to 
advise that we will pay for same. This 
fellow has some very bad feet and I have 
assured him that you will do a lot for him. 
He is one of our best workers at the 
ranch, and I am anxious to do something 
for him. 

Yours very truly, 
(signed) Joun B. McManus, 
Superintendent. 





JHE STORE BY THE SIDE OF 
THE ROAD 


Oh, give me a store by the side of the 
road 

And I'll be a friend of man. 

I'll tell him of shoes that he ought to wear 

In the plainest way I can. 

rll tell him not to pack his toes 

Like sardines in a can. 

. . 

Oh, give me a store by the side of the 
road 

And I'll hand out honest wares, 

I'll pick my leathers as best I can 

From bullfrogs, pigs and bears, and 

No customer will ever say 

I've added to his cares. 


Oh, give me a store by the side of the 
road 

Where the shopping throng parades 

And I'll sell the fabric that never breaks 

And the color that never faces. 

I'll be the friend of man, I vow, 

In sizes, styles and grades. 


J. Edw. Tufft. 


WY ANTED—A Salesman! (Au- 
thor anonymous.) Must have the 
following qualifications: Must be 
a man of vision and ambition, an 
after-dinner speaker, night owl— 
work all day, drive all night and 
appear fresh the next day. Must 
learn to sleep on the floor and eat 
two meals a day to economize on 
traveling expenses. Inhale dust, 
drive through snow 12 feet deep at 
10 below zero and work all Sum- 
mer without perspiring or acquir- 
ing B. O. Must be a man’s man, a 
ladies’ man, model husband, a 
father, a devoted son-in-law, a good 
provider . . . a plutocrat, Democrat, 
Republican, New Dealer and an old 
dealer and a fast dealer . . . a tech- 
nician, electrician, politician, ma- 
chinist, mechanic and ambidex- 
trous. 

“Must be a_ sales promotion 
expert, create a demand for obso- 
lete merchandise, be a good credit 
manager, correspondent, attend all 
jobber clinics, dealer meetings, la- 
bor union meetings, tournaments, 
funerals and births . . . visit custom- 


ers in hospitals and jails, contact 


all accounts every two weeks and 


in SPARE time look for new busi- 
ness, collect delinquent accounts 
and attend factory sales confer- 
ences. 

“Must have a good car, attractive 
home, belong to all clubs and pay 
expenses at home and stay on the 
road. Must be an expert driver, 
talker, player, diplomat, financier, 
capitalist, and philanthropist . . . an 
authority on palmistry, chemistry, 
archaeology, psychology, meteorol- 
ogy. 

e ae * 
**ENTHUSIASTIC statements by 
pleased customers bring many 
people into a store. Your customers 
can be your best advertisers or your 
biggest handicap. Pleased customers 
come back again and again. It 
profits you nothing to attempt to 
win new customers without first 
making sure that you will hold your 
old customers. Your store policies 
and methods determine your cus- 
tomer turnover. This is one turn- 
over that must be kept as slow as 
possible. Satisfied customers are 
your best and least costly advertis- 
ing.”—The National Cash Register 
Company. 





"These are not my size. They don't hurt." 
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“The Greeks Have a Word For iIt’’ 





And the 


THE Greeks have a word for it. 

Red Shoes are part of the Fustanella official red 
white and blue uniform of the intrepid Evzones . . . 
picked men of the Royal Guard of Greece, natives of 
the hill regions, whose special pride it is to wear pic- 
turesque pleated white kilt, embroidered white zouave 
jacket with long flowing sleeves and white knee length 
hose with red shoes. 

Doubtless the modern Greek warriors are actually 
wearing something a bit more practical for heavy fight- 
ing in the snowy mountain regions of Albania. But 
with the newsreels concentrating on closeup flashes of 
these kilted Evzones, and with shades of red continuing 
to gain fashion momentum, we have extraordinary rea- 
sons for suggesting mid-Winter promotions of bright 
red shoes. 

If you are a doubting Thomas . . . if you think red 
shoes are window shoes for a snigle size run, what do 
you think of these facts about red in fashion? 


BRED topcoats and jackets are ahead of white for 
resorts. 

Best-seller suits in top-bracket lines combines red 
jackets with navy or black shirts. 

Short sailor pea jackets and short topper jackets in 
red continue to sell after a Fall success. 

Red formal coats and reefers have moved from the 
country into town settings. 


Word for It is RED 


Red mittens, red scarf sets, red skating skirts are best- 
sellers. 

Red hats, red gloves, red handbags have been re-order 
items so consistently this season that they are almost 
staples. 

And so far red shoes have been worn in campus 
loafer and moccasin types and occasional special ordet 
town models. But the shoe men must be conscious of 
this rising tide of red because they have on advance 
order sheets such types as red alligator or calf tailored 
bow pumps, red open back punchinello calf pumps, red 
kid, suede or calf resort sandals, red low-heel casuals 
and town spectators, red crushed kid, capeskin and 


fabric play shoes. 


PP. &, There are three reds in Spring fashions— 1. The 
flag reds, like the Old Glory Red, standard leather color 
card. 2. Fire or orange red, like Pimento and Indian 
Paint Brush standard glove cards. 3. Strawberry or 
Jack Rose reds, new versions of the cyclamen, shocking 
pink shades. Buy one of these reds in shoes and acces- 
sories, and you play safe; any one of them is a smart 
shoe and accessory color to accent dark or light cos- 
tumes. But don’t buy two or three reds for Heaven’s 
Sake! And don’t, above all, think that red shoes. 
should be worn with red costumes. They should be 
worn as the accent to costumes in other colors, just as 
the Greek soldiers wear them with their white uniforms. 
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Unusual Style Show for National 
Shoe Fair 


WILHELA CUSHMAN 
Fashion Editor, Ladies’ Home Journal, who will act 


as commentator at National Shoe Fair Style Show 


ELEANOR WINSLOW 


Retail Publicity Manager, Ladies’ Home Journal, will 
assist Mrs. Cushman 


THE Grand Ballroom of the Stevens Hotel, in Chicago, 
will be the scene on Monday night, January 6, first day 
of the National Shoe Fair, of an unusually complete 
and authentic style show—a presentation no manufac- 
turer or retail merchant can afford to miss. Before a 
stage-set specially designed for this show will be shown 
models garbed in Spring and Summer costumes ac- 
curately reflecting the trend in volume as well as high- 
style footwear. Contributing to the forum of fashion 
will be notables from the fashion world. The Fashion 
Editor of the Ladies’ Home Journal, Wilhela Cushman, 
will act as commentator, in describing costumes repre- 
senting the latest and best in American design. The 
show promises to be brilliant from start to finish. 
The display of costumes will be commented on by 


F ashion Experts To Comment On Volume 
and High Style Trends In Hotel Stevens 


Ballroom. Monday Evening. January 6. 


such weil-known fashion personalities as Valentina, 
Dache, Lester Gaba, Mrs. Pierpont Morgan Hamilton, 
Mary Lewis and Herman Patrick Tappé. 

Of intense interest to all shoe men at the Fair is the 
fact that the world’s largest publication of its kind, the 
Ladies’ Home Journal, will stage this stunt-type style 
presentation. This is not to be the usual runway show, 
but will have dramatic elements, making it a most 
memorable fashion occasion. 

Mrs. Cushman has a unique philosophy of fashion 
editing, based on her many years of experience as a 
designer and in the wholesale market and as a member 
of the staff of a high fashion publication. 

From her broad experience in developing an entirely 

[TURN TO PAGE 32, PLEASE | 
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Play Up Protective Footwear 


THE turn of the year marks the “low vitality” period. 
It also marks the beginning of the period of Winter’s 
stormiest weather. Double danger makes health pro- 
tection doubly necessary. The best possible protection 
for this dangerous period is cold prevention. Ask your 
local physicians how much the health records of your 
community would improve if half (or more) of the 
common colds, and their consequences, could be pre- 
vented during January, February and March. 

Next to building up body resistance, the wearing of 
rubber footwear in stormy, wet, cold weather is one of 
the best possible health savers. Protection is still the 
number one reason for buying rubbers or galoshes. 
Despite the “sugar coating” of style that makes them 
easier to take there are still a lot of people who dislike 
them as much as, or more than pills, and there are many 
more who are careless about putting on those they do 
own. 

However, it isn’t as stylish to freeze and sneeze as it 
once was. Whether it’s because we participate more in 
outdoor sports and activities, or because folks have just 
decided it’s foolish not to be comfortable, there’s more 


warm underwear being worn today during Winte: 
weather. There is undoubtedly more understanding and 
appreciation of health helps. Yet the old enemy, com- 
mon cold, is still the biggest single health menace we 
have to combat. . 

While we present this promotion plan as a means of 
increasing rubber footwear sales, we believe the idea 
deserves the endorsement and the co-operation of health 
authorities and physicians; and it might be developed 
and enlarged to include all stores which handle pre- 
ventives into a big co-operative Cold Prevention pro- 
gram. 


EN your own program, weather statistics, health rec- 
ords, statements by health officials as to dangers of 
colds, and so on, will all help. While fear is the appeal 
of the program, it would be better to combine the 
thought of how much more pleasant and more profitable 
it is to be well than to endure the discomforts and dan- 
gers of colds. In other words, use the affirmative as 
well as the negative approach. 

Check the accident figures also. Street falls due to 
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Left: The scale of wood strips with trays on which 

rubbers and pills are placed is set at the top of the 

sloped panel on which wet weather footwear is shown. 
Adaptable to window or in-store use. 


snow and ice total one-fourth of all the “fall” accidents 
in streets. Ice hidden under snow, car tracks, gratings, 
man-hole covers that are treacherous under light snow 
should be avoided. Car runningboards are also dan- 
gerous when coated with ice, or when shoes are caked 
with snow. The statistician of one of the larger life 
insurance companies says: “Sensible people wear rub- 
bers or galoshes when the footing is bad, and renew 


them when the ‘tread’ is smooth, just as a good motorist 
replaces worn tires which provide no traction.” 

But colds are even more dangerous. Common colds 
out-number any other ill twenty-five to one; 60 per cent 
of the people have three or more colds per year. And 
wet feet rank high as a cause of colds. Following are 
copy suggestions to help tell your story which, of course. 
will be backed up with continuous displays of wet 
weather footwear. (Note: When holiday time came. 
Macy’s, in New York City, trimmed their panel displays 
of rubbers and galoshes with holly, and left them in 
several places about the store.) 

[TURN TO PAGE 33, PLEASE | 


A Promotion Plan That Will Gain the 


Endorsement and the Co-operation of 


Health Authorities in Your Community, and 


Also Enable You to Increase Sales. 


by BR. E. ANDRUSS 


For the Danger Months 


Above: This blue and 
white illustration can be 
used in ads and repro- 
duced for display work. 


Right: The cut-out sign, 
“Help Prevent Colds,” is 
set at the top edge of a 
sloped plateau which 


” appear. 
On the back wall are sev- 
eral of the pertinent para- 
graphs suggested in the 
text. The plateau may be 
covered with “snow”. Col- 
ors suggested are blue and 

white. 
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KEEP YOUR FEET DRY AND WARM 
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Cordial Atmosphere Attracts 


**AN atmosphere of confidence and a reputation for 
reliable fitting, we feel, is the backbone of our busi- 
ness,” according to Maurice S. Margolis, owner and 
manager of the Poll Parrot Juvenile Shoe Store at 
Houston, Tex. This store has done an outstanding job 
of selling juvenile shoes with repeat sales by the thou- 
sand. 

The Poll Parrot Juvenile Shoe Store was, opened in 
October, 1935. It has enjoyed phenomenal success from 
its first day. In 1938 the store was completely rebuilt 
and air-conditioned. It is advantageously located in 
downtown Houston, a city boasting between 400,000 
and 500,000 inhabitants, with a rich country trade 
area. 

Mr. Margolis has been in the shoe business for over 
12 years, all of which time has been spent in Houston. 
He employs four men and one woman on the selling 
floor, with two girls behind the wrapping and hosiery 
desk. A delightfully friendly poll parrot sits in his 
cage at the entrance and calls “hello” to each passing 
child. As a child leaves the store with his parents, Polly 
calls “goodbye.” He can attract a crowd by singing 


his one song at almost any hour. Mr. Margolis adver- 
tises in the three city newspapers and by radio. 

Particular care is taken in employing shoe clerks. 
They must like children as the first requisite. “I can- 
not be direct and ask an applicant if he likes children, 
for, of course, he will say he does. I study each appli- 
cant and use my judgment as to whether he will fit into 
the personnel of the store. The squalling baby or med- 
dling toddler should never disturb a salesman in a juve- 
nile shoe store. 

“We specialize in children’s, growing girls’ and 
youths’ shoes,” Mr. Margolis said. “Children’s shoes, 
unlike women’s shoes, have many different size runs 
which constitute a small shoe stock and an individual 
merchandising problem in themselves. We find that the 
size run of shoes for a child from four months to two 
years old must be merchandised according to the in- 
dividual needs of the child in different stages of walking. 
This stock must also meet requirements of baby special- 
ists in the city. Physicians have many theories, and 
shoes must be supplied to satisfy these sources of busi- 
ness. 
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Comfortable, attractive surroundings distinguish the 
Poll Parrot Juvenile Shoe Store in the minds of 
Houston, Texas, customers. Note the pleasing floor 
pattern and the effect of spaciousness achieved by 
blending tones in carpet, ceiling and wall. 


“After passing the toddler stage,” Mr. Margolis said, 
‘we go into the next size run or age group having its 
wn individual problems which must be merchandised 
ilone. The young miss in the twelve to three size group 
is fast becoming as difficult a merchandising problem 
is the growing girls’ shoes, whose shoes must be pat- 
erned after the most recent women’s styles. The boys 
ind girls in this age group have become style conscious. 
juvenile shoe styling and merchandising has passed the 
stage of making its appeal to parents only. In stocking 
this store it is necessary to satisfy a double trade—the 
whims and desires of boys and girls who want style, and 
the demands of parents who desire wear with the neces- 
sary features to assure healthy feet in the future. 


*©WVE find it advisable to make certain, when selling a 
child a pair of shoes, that the proper shoe is sold for 
the purpose intended. Each pair is fitted by X-Ray, 
thereby satisfying customers who may be in doubt about 
whether the child is being fitted too long or too short. 
Only experienced salespeople are employed. With this 
combination, we guarantee each fit, thereby removing 
all doubt from the mother’s mind and creating a satisfied 
loyal customer. 


“All staple patterns are carried in stock in all widths 
throughout the year. I find in my experience as a shoe 
man in Houston that in order to build a repeating trade 
and increase juvenile business, complete runs of sizes 
should always be kept in stock. If a shoe is good enough 
to place in the store, there must be enough confidence 
in it to stock all widths and sizes, enabling the sales- 
people to fit growing feet correctly. 

“At the wrapping desk we display a large assortment 
of children’s bags and socks. This department has 
added materially to the volume of business of the store. 
Upon approaching this desk, each child is presented 
with a souvenir. This has made friends for us among 
the children. The souvenirs are not cheap little trinkets, 
but something appealing to the childish eve. We have 
a variety of souvenirs, some suitable to the older child, 
others for the little fellows. This form of advertising is 
now absorbing the greater portion of our advertising 
budget. Each child entering the store looks forward to 
and expects a souvenir—and he or she is never disap- 
pointed.” 

Windows are arranged attractively to display mer- 
chandise and souvenirs for the children. These windows 
are in perfect condition at all times. There is never an 
“accumulation of shoes” in the display windows. They 
are well lighted with fluorescent lighting features, clean, 
neat, orderly, and prices of shoes are plainly displayed. 
These windows are salesmen in themselves. 
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Juvenile Customers... 


Maurice S. Margolis, Owner of the Poll Parrot 


Store in Houston, Texas, Appeals to both Parents 
and Children by Providing Pleasant Surround- 
ings and Courteous Treatment. Proper Fitting 


Stressed as the Basis for Repeat Sales. 


MAURICE S. MARGOLIS, 


Owner and Manager of the Poll Parrot Juvenile Shoe 
Store, Houston, Texas. 
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Department’s Volume Inereased 


TWO years ago the women’s shoe department at the 
Union, specialty store in Columbus, Ohio, decided to 
go after new business. The problem wasn’t simple, in 
a city where much larger shoe stores offered stiff com- 
petition. But wise promotion and merchandising did the 
trick. In these past two years the department’s volume— 
and profitable volume—has increased 25 per cent, ac- 
cording to Buyer Howard W. Frohman. 

How was it accomplished? The store began with 
redecorating. The shoe department was placed exactly 
opposite the elevators, on the fourth floor, and plans 
were made to take maximum advantage of that location. 

The semi-circular room is inviting to customers as 
they leave the elevators—it gives a welcoming effect, 
rather like wide-spread, open arms. Display cases and 
small display racks near the elevators advertise the de- 
partment’s shoe styles and values. 


Women’s shoe department at the Union. Note the 
semi-circular walls and the display niches. Stock 
is concealed behind the walls. 








BOOT ano SHOE RECORDER, December 21, 1940 


Display of women’s shoes at the Union, tying in 
with an ad from a popular women’s magazine. 


Walls paneled in natural maple and a white ceiling 
make the room light and cheerful. The chairs are also 
natural maple, upholstered in deep rose, and most of 
them are arranged along the wall, which gives a spa- 
cious, uncluttered appearance. 

The semi-circular wall conceals the stock of about 
7000 pairs. In spite of the curved wall, there is little 
waste space in the stock room. One line of shelves hugs 
the curve—the other rows are straight, and the only 
extra space is right where it is most needed—at the 
doors. 


MIR. FROHMAN has cultivated new groups of cus- 
tomers, by bringing in new lines and broadening his 
price range, making his upper price limit $16.75. The 
new shoes were thoroughly promoted through advertis- 
ing and direct mail. The fact was constantly stressed 
that the Union was the home of exclusive models in high- 
style, handmade footwear, for the woman who wanted 
the best. 

When the prestige of the shoe department had been 
thoroughly established, Mr. Frohman put in a line of 
inexpensive shoes, at $3.98 and $4.98. This brought a 


whole new block of customers. while the women who 


by Careful Promotion 
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were used to buying higher priced shoes kept right on 
buying them. 

Formerly, most of the Union shoes were sold at $8.75. 
Today there is still a good business in the middle range, 
but volume at the upper and lower price limits has 
grown tremendously, while inventory is still compara- 
tively small. 

It was no accident, of course, that the Union concen- 
trated first on promoting its higher-priced line, before 
putting in its cheaper shoes. Mr. Frohman knew it was 
much easier to interest $3.98 customers in coming to 
a store with the reputation for high quality merchandise. 
than it would be to interest $16.75 customers in a store 
which had been concentrating on cheaper shoes. 

He tried several experiments for handling low-priced 
shoes, before he found the best system. For a while he 
had a separate $4.00 shoe shop, but that wasn’t too suc- 
cessful. His stock was so small it couldn’t be kept com- 
plete. So now he carries $3.98 and $4.98 shoes, grouped 
together. This gives him a wider range of styles, because 
he avoids duplication of styles at the two prices. 


“Seven hundred or more pairs at that $4.00 price look 
like nothing at all,” he says. “While 1000 pairs in a 
combined $3.98 and $4.98 range make a pretty good 
And most women looking for a $3.98 shoe 
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showing.” 






The Union, Specialty Store in Columbus. 
Ohio, Has Realized Increase of Twenty- 


five Per Cent in Two Years. Howard 





W. Frohman, Buyer, Attributes Increase 


to Careful Merchandising and Up-to- 


Date Service. 


by MARY JUNE BURTON 
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OVUTLOOM 


In Reflection of Our Times 


MIAYBE you too saw the photograph of Nazi girls in 
Paris—the pair of them dressed in low heel shoes and 
military-cut suits. The clothes were as uniform as the 
shoes and the hats were nothing more than overseas 
caps perched on rolled-up mops of hair. The girls were 
inspecting a Rue Royale Shop, within the window were 
the daintiest of shoes and slippers—made up in every- 
thing from reptiles to feathers. The caption under the 
picture said: “Two Nazi girls—They eye flattering 
feminine fashions with what should be open contempt 
but is probably secret envy.” 

The point of our story is this. In all Europe, under 
the stress of war, the possibility and probability of uni- 
formity in dress, the standardization and utility is a 
definite menace to retail life—for without style retailing 
is stale storekeeping. 

Sara Penoyer, of New York, said: “Fashion is the 
spark that drives our important retail engine today. Re- 
member, retailing is the third largest industry in this 
country. Fashion is a reflection of our thinking and 
our living. It is the mould of our times. The official 
thumb print of our day.” 

Make no mistake about it. The shadow of the pic- 
ture of those two girls in uniform is in a way cast over 
our own land. We are not so sure but what there is a 
coming change of dress “in our times.” Women have 
expressed themselves even in meetings, that they would 
like to play a larger part in this defense movement. 
Many a woman would like the thrill of a uniform be- 
cause it would set her above other women as one play- 
ing a part in the Big Show. Most of us have the feeling 
that the more substantial shoes that are appearing in 
current women’s wear are a result of this subconscious 
attitude towards things military and things uniform— 
The thin fashion shells of shoes with “whipped cream” 
styling are not doing so well in cheap chain selling 
no siree. 

But, viewing the situation with some concern, we can 
express the hope that retailers in all lines of business 
will encourage a more feminine attitude towards dress 
clothes and a more joyful attitude towards sun cloths, 
fun clothes, play clothes, sports clothes and a smarter 
attitude towards clothes for business and street wear. 
Clothes and shoes play a very important part in our 
lives. Merchants can take pride in the fact that they 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


do contribute to the uplift of our spirits, the refresh- 
ment of our thinking and the attitude of our ambitions 
by the creation of desires for new things, new shoes 
and new talking points, because dress is also a prime 
source of conversation. Which, by the way, is precisely 
what we have been giving you. The picture of the two 
girls in uniform, not so contented with their garb and 
the regimentation that it represents, having a secret 
erivy of the frivolities of footwear. For shoes today 
are a symbol of freedom. 

In these serious days, and they are serious, the lift 
of the mind through new dress is important. We are 
entering a Spring and Summer that present two avenues 
of retailing. Down one, stride the girls in uniform 
and there are no cheers or flag waving by retailers at 
the prospects of that sort of a fashion parade in the 
vear 1941. Down the other avenue we see a possibility 
of a more attractive, more dressy and more colorful 
habiliment of women and men who still believe that 
they can outwardly express the feelings that all is not 
toil and sweat—and that Mankind can still have its 
moments of sanity, sweetness and calm. 

The only reason for any concern in the entire matter 
of Spring and Summer fashion for 1941 is that America 
is such an emotional nation that it can change not only 
its attitude towards conflict but its attitude towards 
dress. The essential job of defense must be accelerated 
but the value of the morale to a nation as expressed in 
its merchants, its materials, its music and its mode of 
living is also part of the “show that must go on.” 

“Eventually, there is no doubt that we will evolve 
some sort of American self-starter for high fashion.” 
says Miss Penoyer. “We have to do it because America 
will continue to have more well-dressed women than 
any country in the world. The retail store has a special 
job to do today. The true merchant has not only an 
aptitude for the selection and sale of merchandise but 
glorious neighborliness and warmth of human fellow- 
ship. Fashions, therefore, give color and interest to 
our every-day lives and the retail store plays an im- 
portant part.” 








1940 
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CLOSING THE SALE 
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THE close is that part of the sales program that makes 
the wheels of progress go round. If you do not close 
the sale you have lost your commissions and have 
wasted the store’s rent, light, heat and advertising ex- 
pense. Each additional sale lost not only multiplies lost 
profits but creates damaging adverse advertising by 
giving the lost prospect an opportunity to tell her 
friends that she could not secure the shoe she wanted 
in your store. 

Often sales are lost because of failure to “follow 
through.” Up to this point, all our effort has been to 
create impression, acceptance and desire. Now we must 
turn this desire into ownership. If our sales presenta- 
tion has been all that it should be, the desire of owner- 
ship has been created and closing the sale is merely a 
matter of saying: “You will wear the new shoes, will you 
not?” Notice we have not said, “WILL you wear the 
new shoes?” We have made a positive statement in 
order to obtain a positive reaction. 

The salesman must dominate the situation at all times. 
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Chapter Four of a Series of Practical 


Pointers on How to Sell Shoes 


by PATRICK A. MORGAN 


By making negative or controversial statements, he leads 
the customer into an undecided state of mind. Help the 
customer decide by making POSITIVE statements at 
the right time. 

The time to start SELLING is when you start show- 
ing shoes. Every movement, every action, every gesture 
during your sales presentation has a direct bearing on 
the close of the sale. Coordination of action and thought 
transmission is imperative in profitable selling. 


EF the prospect does not react favorably to your clos- 
ing suggestions, go through your sales procedure again. 
Repetition drives home the facts and you can re-arrange 
them to place the emphasis on the most desired features. 
Learn which features appeal to your prospect and bear 
down on the. If you have reason to believe that you 

[TURN TO PAGE 27, PLEASE] 
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Palm Springs Sets the Play Trend 


[CONTINUED FROM PAGE 10] 


.. . light-weight kidskin, crushed goat- 
skin, palomino. The last in handbags 
matching shoes of the same. 

Promotion themes. Western and 
tropical. Much leather being used in 
sportswear reflecting the Western 
theme .. . leather boleros, fringed shirts 
and appliqué trimmings, as well as 
leather accessories. Plaid shirts and 
cowboy scarves other interpretations of 
the Western theme. Tropical motifs. . . 
evidenced in . . . new floral print even- 
ing gowns, cabana slacks, shirtmaker 
swim suits, jewelry designs and after- 
noon dresses. Shell or appliquéd flower 
leis as neckline trims. 


Individual costumes noted. “Husband 
and wife” play shoes in natural linen 
with contrasting leather wedge heels, 
worn with beige gabardine slack suits. 
Their children in frontier trousers, high 
boots and plaid shirts. A red, white and 
blue shorts and bra costume with 3-inch 
cork-soled shoes. Another patriotic cos- 
tume .. . navy slacks and red and blue 
stripes on a jacket with white back- 
ground. Navy linen play shoes with red 
wedge heels and a matching handbag. 
A ballerina costume for play . . . rose 
seersucker with ruching around skirt 
and neckline. Worn with white fabric 
rubber-soled shoes. 





Department’s Volume 
Increased by Careful 


Promotion 
[CONTINUED FROM PAGE 19] 


won’t balk at spending an extra dollar, 
if they find a $4.98 style they particu- 
larly like. 

Mr. Frohman has adopted the sys- 
iem of “hashing” his stock—and he 
likes it. Instead of arranging stock in 
lot numbers, he puts similar shoes in 
the same size together, even though 
they are different prices. Thus, when a 
customer wants a spectator pump in 
a 4B, the salesman can go to one spot 
on the shelves and find several good 
choices at $3.98 to $6.75 or so. It saves 
him a lot of time in hunting up all pos- 
sibilities in the right size. 

The children’s and growing girls’ de- 
partment is on the floor below, which 
makes available an additional stock of 
sport shoes. But women would be apt 
to register impatience while a salesman 
went to another floor to hunt up shoes 
for them. The Union makes such wait- 
ing as painless as possible by keeping a 
magazine or two handy. 

“There’s a little swagger shoe on the 
third floor that I want to show you,” a 
salesman will say. “I'll get it—it will 
only take me a minute. Don’t you want 
to glance at this Harper’s Bazaar in the 
meantime?” 

Mr. Frohman’s success is probably 
partly due to the pains he takes to sell 
his new stock to his salesmen. 

“I try to make my weekly staff meet- 
ings definite merchandising meetings,” 
he says. “When new shoes come in, I 
take up each shoe individually, and pass 
on everything I’ve drawn out of the 
traveling man about that shoe—its spe- 
cial style features, its construction, how 
it fits into the wardrobe—everything. 

“Then I keep close watch to see how 
the new things are moving. If in check- 
ing records I find we bought 30 pairs 
of a model, and a week or so later, have 
sold only two or three pairs, I bring it 
up in staff meeting again. 


“‘*Now, this shoe was bought for a 
particular purpose,’ I explain. ‘This is a 
highlight—look at the toe—’ and I out- 
line again all its selling points. I try 
as hard to sell that shoe to my staff, as 
I would if I were the traveling man 
working to place an order with a 
retailer. 

“Remember—salesmen are only hu- 
man. If they’re not enthusiastic and 
well-posted about a certain shoe, they 
won’t be very effective in pushing it. 

“Sometimes when a new color in shoes 
comes in, salesmen don’t push it be- 
cause they don’t know how to tie the 
color to clothes. Or they may be cau- 
tious about such things as transparent 
or carved heels, or plastic shoes. Men, 
you know, are often more conservative 
than women in accepting new styles. 

“Salesmen as well as customers have 
to be educated to understand and ac- 
cept new things. And so one of the most 
important parts of a buyer’s job, I 
think, is to make his salesmen well- 
posted and genuinely enthusiastic about 
new styles as they come in.” 

Mr. Frohman urges his men to do a 
lot of telephoning to their call trade, 
personalizing their messages as much 
as possible. ““We’ve just had a new ship- 
ment of shoes, and there’s something 
in your size that I know you'll like,” is 
an approach that flatters and pleases 
many customers. 

He also encourages his salesmen to 
see how many of their saleschecks at 
the end of the day will carry two items 
instead of one. There’s a special P.M. 
for the second pair of shoes. But after 
the shoe sale has been closed, small 
items like rubber suede brushes or toe 
rubbers can be suggested. 

He places such items casually: here 
and there on the chairs. Customers pick 
them up and examine them while wait- 
ing to be served. Salesmen can reach 
them quickly, when they want to show 
them to customers. 

It saves time to have them within 
easy reach. It also makes the sugges- 
tive selling much less obvious than if a 
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MEN WANTED 


As more and more Health 
Spot Shoe Shops open, we must 
have top-notch experienced men 
to take complete charge. 


The man who is selected to 
operate a Health Spot Shoe 
Shop must know how to adapt 
himself to a uniform plan of 
merchandising, stock control 
and budget control. 


Latest data on fitting tech- 
nique, selling routine, window 
display, is furnished through a 
central office where constant re- 
search is carried on. 


The man who is able to make 
an intelligent presentation and 
follow through with careful, ac- 
curate fitting, develops a fine 
following of satisfied customers. 
Profits go steadily upward as 
the volume grows. 


EXCLUSIVE 
HEALTH SPOT SHOE SHOPS 


The growing demand for 
high-caliber men to operate ex- 
clusive Health Spot Shoe Shops, 
presents one of the most un- 
usual opportunities open to ex- 
perienced orthopedic men. 


Are YOU the man we are 
looking for? 


Have you had experience sell- 
ing orthopedic shoes? Do you 
have a thorough knowledge of 
fitting? Do you enjoy good 
health? Do you have a pleas- 
ing personality? Are you am- 
bitious, willing to work hard? 


If your qualifications measure 
up to the requirements listed, 
we should like to have you write 
in for an application blank. 


HEALTH SPOT SHOE SHOPS, Inc. 


Industrial Avenue 
DANVILLE, ILLINOIS 
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“Stormy Day Wear” 


Many a department store shoe buy- 
er devotes considerable effort to the 
building up of a little free advertising 
of his shoe department in other parts 
of the store. If done skillfully, it is 
very effective; if overdone, it may do 
more harm than good. Here is a good 
and timely example recently seen in 
a New York City department store: 

A six foot high display stand, 
mounted on wheels, was set up just 
inside the main entrance to the store 
on a recent rainy day. The unit was 
fitted with shelves from top to bot- 
tom and featured rubbers, arctics, 
boots and other heavy weather foot- 
wear available in the store’s upstairs 
shoe department. 

Set up in the entrance, the unit 
takes little room; and it is only used 
on rainy and stormy days when its 
message will be most appreciated. A 
sign on the top gives directions for the 
location of the shoe department. 

* * * 


“Low Heels are High Style” 
(Baker’s, Atlanta) 


_ oe, Eee 


In the Proper Atmosphere 


Carson Pirie Scott & Co., Chicago, 
have found one method of boosting 
sales of men’s and women’s slippers, 
hosiery and other related items during 
the holiday season that bears year 
‘round attention. 

This has been done by taking the 
men’s gift items into the heart of the 
men’s section and the women’s items 


into the center of the women’s section. 


Thus there is a “For Men Only Shop” 
in the men’s wear department because 
the store has found out that “A man 
and his shopping can become a major 
problem if he falls into inexperienced 
hands. But in the ‘For Men Only 
Shop’ equipped with a feminine staff 
that blends charm with efficiency, 


by JOHN F. W. ANDERSON 


masculine shopping turns out to be, 
not a chore, but a pleasure. Not only 
are the gifts themselves well worth 
shouting about—all carefully selected 
by our fashion experts—but we see 
that they are dressed in the smartest 
wrappings.” 

The “For Women Only Shop” 
draws attention and business with the 
theme, “For the feminine gift-seekers, 
too, we have provided a cloistered 
spot this year—the ‘For Women Only 
Shop’ is right in the heart of feminine 
territory on the Fourth Floor. Here 
they can find the cream of the gifts 
for men, without having to spend 
hours ferreting them out for them- 
selves. Here in peace and quiet, with 
highly competent male advice on tap, 
they'll discover that ‘finding some- 
thing to please a man’ isn’t such a 


puzzler, after ail.” 
o * * 


Jack in the Box 
The Regal Shoe Store, Broadway at 


39th Street, New York City, has a 
display unit in their window which, 














Promotion points of brilliancy in- 
crease eye appeal. 


while particularly appropriate during 
the December selling season, yet. 
with slight changes, should be very 
effective at other times of the year. 
It consists of a large box, about 
three feet wide by five feet high, fast- 
ened on the back wall of the window. 
The front of the box is in the design 
of an attractive Chrstmas card of- 
fering greetings to the trade. But as 
you read the card, it suddenly be- 
gins to swing open on hinges fastened 
on one side. Inside a half-dozen at- 
tractive Regal gifts are mounted on 
an attractive green plush background. 
As you watch, the card gradually 
swings shut once again, so that the 
next group of customers can read 
the Christmas greetings. Now, it 
seems to us. that this type of display 
unit—and it was drawing attention- 
could be effectively used at other holli- 
day and special event selling seasons 


throughout the year. 
* * * 


3—6—9— 12 

A nearby shoe store has a hosiery 
selling idea that we feel warrants the 
attention of all shoe retailers. 

A large chart is set up in the corner 
of one window of this men’s shoe 
store. Across the top are the num- 
bers: 3, 6, 9, and 12. Down one side 
of the page are listed the four hosiery 
price ranges carried by the store. And 
the boxes across the chart show the 
discounts the store offers in purchases 
of 3, 6, 9, and 12 pair of hose at a 
time. Not a bad way to get those two- 
or-three-pair-a-year - shoe - purchasers 
into the store more often. 

* * * 


“Dependable Merchandise Is 
Irresistible” 


“Having the things people want, 
when they want them, and at the right 
prices, is the foundation on which 
store success is built. It pays to give 
a little better than people expect. 
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BEST IDEA OF THE WEEK 
EVERYONE KNOWS JACK ALTMAN 
(Jack Altman Shoe Store, 2 N. Cicero Ave., Chicago, Ill.) 


O. P. Ideator—“From what I hear around here, you 
have one of the best known shoe stores in the neigh- 
borhood, yet I would say that it is far from the 
largest.” 


Proprietor Jack Altman—*lIt is nice to hear you 
say that because I have worked hard to make my store 
known. You see, it is impossible for a small shoe store 
to compete with a large store when it comes to news- 
paper advertising, so I have gone after the promotion 
of my store’s name in other less costly but, I believe, 
just as effective methods.” 


O. P. Ideator—*\ think that our readers would like 
to hear how you have gone about this promotion to get 
the name of Jack Altman’s Shoe Store on everyone’s 
lips. I have heard it mentioned everywhere from drug 
stores to gymnasiums.” 


Mr. Altman—*“Well, in the first place, 1 had a num- 
ber of book matches printed up with our name on them 
and I sell these at half the price I pay for them to 
neighborhood drug and cigar stores. They give them 
out free and are glad of the opportunity to save them- 
selves money on this item and at the same time help 
a fellow merchant. They know that new customers 
drawn to our shoe store are also possible customers 


expenditure on my part, but they pay returns since 
they find their way into many hands.” 

O. P. Ideator—*“That’s great, but tell us, how did 
you become so well known in athletic circles?” 

Ur. Altman—*For one thing. | offer prizes for vari- 
ous local sports events which are largely patronized by 
people living in the neighborhood. For instance, for 
the amateur boxing matches held each Friday night, I 
offer a pair of boxing shoes to each man scoring a 
knockout. I also offer prizes to the winners of the 
local handball tournament and prizes to other special 
sporting events. And I give a monthly prize to each of 
the high scorers in three local bowling alleys.” 

O. P. Ideator—*I can see that you have done a good 
job in keeping your store’s name before male members 
of the community, but what about the feminine sex? 
Do you make your store’s name known to them too?” 

Mr. Altman—*I should say I do! I 
girls’ softball team during the Summer months which 
certainly draws crowds to the neighborhood games. 
And to make sure that my name is kept in mind, give 
a pair of silk hose to every girl who hits a home run.” 


sponsor a 


O. P. Ideator—*“And | can surely say that the com- 
pleteness of your premotion hits a home run in my 


for themselves. 





These matches are only a moderate 


estimation.” 








When you let them discover that an 
article wears better, lasts longer, or 
gives better service than was ex- 
pected, you win them as regular cus- 
tomers. It will probably always be 
true that ‘quality is remembered long 
after price is forgotten.’ When your 
store and merchandise become favor- 
ably known, people will go out of 
their way, if necessary, to buy from 
you.”"—The National Cash Register 
Company. 
* * * 


A Practical Display Stand 


While looking through The Red 
Ball, official publication of the Mish- 
awaka Rubber & Woolen Mfg. Co. 
for Ball-Band merchants, we saw this 
photograph and description of a prac- 
tical display stand that should be 
interesting to all shoe merchants. 

“Here is a home made display 
stand that is unusual in appearance, 
shows footwear very attractively, is 
easy to make, and is inexpensive,” de- 
scribes The Red Ball. 

“The center column is one of the 
heavy cardboard tubes on which 
linoleum is rolled. You can get one 
from a furniture or floor covering 
store for a few cents. The shelves for 
the shoes are oval, about 13 inches 
long and cut from laminated wall 


board. 


“Using a saw, cut slits in the col- 
umn at a slight angle. The shelves 
will slip into the slits and stay in 
place without other support. The slits 


can be cut as far apart as you want 
them and in any place on the column. 
We spaced them about a foot apart 
and alternated them on opposite sides 
of the column.” 

The display stand will probably 
stand of its own accord, but it is bet- 
ter to fasten it to a wooden base. If 
necessary, the wooden base can be 
nailed to the floor. Then paint it in 
bright colors—such as a bright yellow 
for the column and yellow with red 
trim for the shelves. 

“This gives you a window piece, or 
a floor or entrance display that is 
interesting in design, and that cre- 
ates sales by attracting attention to a 
variety of shoe styles.” 

* * * 


Ghost Table Sale 


To dispose of old and shelf-worn 
shoes in a hurry, a New York mer- 
chant has these shoes sorted out while 
inventory is being taken. Then he 
places these shoes on a large table 
which is temporarily set up in the 
front of his store. This table is di- 
vided up into four sections—each sec- 
tion with a different price card. In 
the center of the table is a large sign 
with the message: “Our Ghost Table 
—slow moving ghosts unearthed while 
we were taking inventory. They cost 
us much more than the price asked.” 
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Believes Shoe 


IL. V. HERSHEY, Chairman of the Board of Directors 
of the National Boot and Shoe Manufacturers Associa- 
tion, and President of the Hagerstown Shoe & Legging 
Company, says that in his opinion, the problem of the 
many shoe shows held throughout the country may be 
solved through further cooperation between the National 
Shoe Retailers Association and the National Boot and 
Shoe Manufacturers Association. 

“Naturally,” said Mr. Hershey, “there are many dif- 
ferent points of view. There is the question of dates, 
which has long divided the industry. Some prefer 
November, some December, and some January for the 
National Shoe Fair. There is also a similar division of 
opinion regarding May, June, and July dates for a pos- 
sible National Shoe Fair for the Fall season. 

“There are also differences of opinion regarding 
cities in which these affairs may be held—even regard- 
ing the hotels in the several cities. For a while this 
Spring and Summer, opinion seemed to be crystallizing 
toward one show in Chicago during November, and one 
show in New York during May, providing a real effort 
be made by the two Associations to make these two 
shows of such outstanding importance that it would be 
unnecessary for manufacturers to support many other 
shows that have been held during the year. 


*6 AFTER negotiations between the two Associations, 
however, it seemed advisable to defer action until after 
the January, 1941, National Shoe Fair; for, as was 
pointed out, if a Seasonal Opening were also held in 
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Show Problem 
Can Be Solved 


|. V. Hershey, Board Chairman of National 


Boot and Shoe Manufacturers Association, In- 
timates Action to Effect Economies Will Be 
Taken Jointly With N. S. R. A. After National 


Shoe Fair in Chicago 


L. V. HERSHEY 


New York in May, 1941, so soon after the January, 
1941, National Shoe Fair, and another National Shoe 
Fair in November, 1941, there would then be three 
shows under the auspices of the two associations during 
the year 1941. 


¢#FROM the point of view of the National Boot and 
Shoe Manufacturers Association, there is one idea on 
which practically all the manufacturers agree; e. g., that 
there are too many shows and too much expense in- 
volved. Sometimes some of them are profitable to the 
manufacturers, and at other times they are not—due to 
the fact that so many shows are held. 

“From the point of view of our own company,” con- 
tinued Mr. Hershey, “the matter of shoe shows or where 
and by whom they are conducted, has not been of great 
importance to the conduct of our business or as having 
any particular effect on our methods of distribution or 
personal relationship with our customers, although we 
have attended a number. 

“But as Chairman of the Board of Directors of the 
National Boot and Shoe Manufacturers Association, and 
in my personal effort to understand and cope with the 
problem involved, I have had it very forcefully brought 
to my attention, that the shoe manufacturers of the 
country have very different ideas regarding the subject 
of Style Shows, Shoe Fairs, Seasonal Openings, etc. 

“There seems to be one outstanding fact, however, 
that the Shoe Industry as a whole is confronted with 

[TURN TO PAGE 28, PLEASE] 
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Closing the Sale 
[CONTINUED FROM PAGE 22] 


have fitted the prospect in the shoes 
wanted and needed, do not hesitate to 
ask: “Just what is it you do not like 
about this shoe?” This throws the bur- 
den of explanation on the customer, and 
in groping for some real or fancied 
objection she may realize that the shoe 
is all she desires. It may surprise her 
to realize that she can find no real ob- 
jection. 

If customers knew, when they walked 
into a store, just which shoes they 
wanted and the exact size and width 
salesmanship would play no part in 
merchandising shoes, and the stores 
could very well get along with mere 
clerks. Since few people know, however, 
just what they want and must be shown 
various types or styles, salesmanship 
dominates the transaction. Therefore 
it is imperative that the salesman be 
equipped to close the sale satisfactorily 
to the store, the customer and himself, 
with an eye to future business. The 
shoe business is a repeat business in 
every sense of the word. Either cus- 
tomers repeatedly buy from us or they 
repeatedly take their business else- 
where. In the latter case, it means re- 
peated losses to us rather than re- 
peated profits. 

If every shoe salesman had an op- 
portunity to study the thousands of 
misfits that are being sold to an un- 
informed public, each would be appalled 
at their number. A salesman would 
then be able to realize the extent of the 
damage he can avoid through correct 
fit. And he can coach his customers in 
how their feet should be fitted. 

Don’t be afraid to talk about your 
shoes—tell your customer about the 
features which make them good shoes. 
Tell them WHY these shoes will hold 
their shape as long as they are service- 
able. Tell them WHY these shoes will 
permit freedom of foot action and 
“build up” instead of breaking down 
precious foot muscles. Tell him the 
dozen and one other reasons WHY he 
should on pain of deformity, never per- 
mit his feet to be misfitted. Tell the 
whole world ALL about your shoes, and 
you'll be a better shoe salesman and 
CLOSE MORE SALES. 


Department’s Volume 
Increased by Careful 
Promotion 


[CONTINUED FROM PAGE 23] 


salesman had to make a trip across the 
room to get them from a special case. 
The Union has sold in this way many 
pairs of folding toe rubbers in a cello- 
phane case, that have remarkable elas- 
ticity good for demonstration purposes. 
Another recent item placed unobstru- 
sively on a chair is a box with foot 
powders and balms, and a free foot 
exerciser. Women who complain of 


: ai a 


U/W 


bust 


NOT rosy PROMISES 


PROFITS HERE—NOW 


ON THIS ADVERTISED LINE 


Style-Comort- Quality 


Gs 


Ky ippeac) 


FOOT REST 


SHOE 


VCRrerexie?. 


Foot Rest Shoes are the 
/ crowning achievement of 
70 years of fine shoemak- 


ing. This nationally adver- 


tised line has real style, 


comfort, and quality—theymake sales, and repeat 


for profit. There is no question mark in the Foot 


Rest line. It actually makes good with the wear- 


er, and gives you 40 to 44 per cent markup. 


All with the new 


VERIFLEXIBLE PROCESS 


The most flexible soles we've ever built. Same 
weight leather insole and outsole. It’s the process 
that makes the difference. Worthy addition to 
famous Four-Spot Comfort features. Pat. Pend. 


Nationally Advertised to Retail at 6°" to *6”° siightly Higher Denver West 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 
NEW YORK SHOWROOM: MARBRIDGE BUILDING 


puffy, aching feet while being fitted are 
often easy sales for this item. 

There is also a close tie-up with the 
bag department of the store. Bags are 
specially made up to match certain 
shoes, and the shoe salesman gets a 
commission for bags sold. 

But Mr. Frohman is careful not to 
overemphasize the minor sales. During 
rush times, his men don’t devote time 
to selling rubbers that could be utilized 
in selling shoes. After all, he argues, 
he’s primarily in the shoe business. 


Cordial Atmosphere 


[CONTINUED FROM PAGE 17] 


Personality and cordial atmosphere 
are two of the prime assets at the Poll 
Parrot Juvenile Shoe Store. The store 


interior is in keeping with the high 
quality of merchandise stocked. It is 
finished in soft tan with tan carpet. 
The chairs are toned to the walls and 
carpet. There is seldom a time during 
store hours that salesmen are not busy, 
yet Mr. Margolis finds time to study the 
needs of his small customers and to 
make friends with each individual. 
There is an atmosphere permeating the 
store that warms the heart, and in this 
section of the South, that atmosphere is 
most important to the well-being of a 
business. After an hour’s shopping in 
downtown Houston with a small child 
or two, the mother sinks gratefully into 
a comfortable chair, in pleasing sur- 
roundings and feels an utter confidence 
in the smiling salesman at the Poll Par- 
rot Juvenile Shoe Store. 
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Believes Shoe 


BOOT ann SHOE RECORDER, December 21, 1940 


Show Problem 


Can Be Solved 


[ CONTINUED FROM PAGE 26] 


excessive expense and duplication of effort, as well as 
interruptions of the selling seasons because of so many 
shows. Many manufacturers that frequently 
buyers will delay placing their orders when solicited by 
salesmen on their regular trips, stating that they will 
detail orders during one show and then postpone the 
placing of business until subsequent shows, which con- 
dition could be corrected, at least to some extent, if 
fewer shows were held. 

“This situation seems to apply to the various manu- 
facturers representing conflicting and different competi- 
tive interests of those selling independent retailers, de- 
partment stores, chain stores, mail order houses and 
other volume distributors. The varying interests of the 
Quality Group, the Popular Priced Lines, as well as the 
In-Stock and Make-Up manufacturers, further compli- 
cate the situation. But our Association receives many 
letters from members representing all these groups to 
the effect that the Association should be able to do some- 
thing to reduce the excessive cost and duplication of 
effort of so many shows. 

“On the other hand, those who promote some of the 
shows have their friends and supporters for particular 
localities. The manufacturers, as a whole, believe the 
evil of so many shows continues to grow; and there are 
also local and sectional feelings, because of the desire 
on the part of both manufacturers and retailers to pro- 
mote interest in their particular shows. Naturally if 
some manufacturers attend, their competitors feel that 
they should also attend; and the matter is therefore not 
so simple of solution as it might at first appear. 


claim 


©] REALIZE that the controversy as to whether asso- 
ciations or private individuals conduct these shows may 
seem of paramount importance to the interested associa- 
tions or individuals. Nevertheless, both as a shoe manu- 
facturer and as Chairman of the Board of Directors of 
the National Boot and Shoe Manufacturers Association, 
it seems to me regardless of our own self-interest, local 
affiliations, regional interest, types of shoes, methods of 
distribution, or what not, the increasing number of 
these shows is an evil in the industry. It therefore seems 
to me to be a proper function of the two national asso- 
ciations, representing the manufacturers and the re- 
tailers, to make every possible effort, consistent with the 
best interests of the industry as a whole, to reduce un- 
necessary duplication of expense. Added costs of dis- 
tribution, aside from the moot question as to whether 
it comes out of the pocket of the manufacturers, the 
retailers, or the consumers, should be eliminated insofar 


as possible. 


“Especially now, during unsettled business conditions 
and with hitherto unknown national and international 
problems confronting our industry, it is hoped that 
some of these personal, local and sectional differences as 
to dates, cities, hotels, etc., may be laid aside. In re- 
sponse to many inquiries from manufacturers, cus- 
tomers, and the trade press as to just what the two 
associations are doing to cope with this situation, | am 
pleased to state that negotiations have been carried on 
and are being continued between the two associations. 
While the problem is not easy of solution, we are hope- 
ful that some comprehensive and constructive plan can 
he evolved that will be of benefit to the entire industry. 


*°THE most encouraging news offering promise of a 
solution of this problem of the increasing multiplicity 
of uncoordinated shows in the industry is that at a meet- 
ing of the executive officers and the three immediately 
preceding past presidents of the two associations repre- 
senting the manufacturers and the retailers, recently 
held in New York, plans were discussed looking toward 
the future, after the National Shoe Fair in Chicago in 
January, 1941. The plans are still tentative but the 


general approach has been approved by the boards of 
directors of the two associations; and an even closer 
cooperation is now established between the two national 
associations, representing the manufacturers and re- 
tailers of America; and will, in my opinion, enable the 
industry to cope with many problems effecting economies 
to the industry, both manufacturers and retailers. 


“The plans discussed and being formulated, however, 
will not in any way affect the National Shoe Fair to 
be held in Chicago in January, 1941, under the joint 
auspices of the National Shoe Retailers Association and 
the National Boot and Shoe Manufacturers Association, 
which promises to be the most outstanding and success- 
ful National Shoe Fair that has ever been held by the 
two Associations.” 


500 Pairs a Month 


Santa BarBara, CaLt.—Michel Levy has a barrel for 
“Barrels of Shoes” for British relief out in front of his 
store, and to date he has been running about 500 pairs 
of shoes per month through it. The idea has taken hold 
well in his town, he says. Mr. Levy has a fine repair 
shop at the rear of the main room where all shoes re- 
ceived in the barrel are put into good condition before 


being shipped abroad. 
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Gift Slipper Selling Opens 
With Good Volume 


Cuicaco, ILt.—Christmas gift slipper selling in the 
Chicago area had ‘its official opening along with the 
opening of the regular Christmas shopping season on 
State Street the Friday following Thanksgiving. With 
many stores and departments placing emphasis on slip- 
pers as gifts, the first two days of the Christmas shop- 
ping season brought unusually heavy early buying, point- 
ing to a good volume of business in slippers. 


(ll of the larger shoe stores in the downtown area are 
devoting a large portion of their window space to slip- 
pers and their promotion. Many of the department 
stores not only have special sections set aside exclusively 
for slippers in their regular shoe departments, but also 
have set up slipper counters and slipper bars in other 
parts of the store, such as in gift aisles, alongside of 
escalators and elevators and in prominent main floor 


locations. 


Mandel Bros. opened the Christmas shopping season 
by featuring a store-wide sale on gift slippers. A large 
section of the regular fifth floor shoe department is 
given over to slipper display, the array including a large 
number of embroidered effects, novelties, hostess slip- 
pers and other types. Slippers are displayed here at 
several long and short aisle tables, being arranged by 
price, so that customers may walk about the department 
and pick out their desired style in any price range. 
Mandel’s also has a large slipper section just adjacent to 
one of the main entrances on the ground floor. 


Marshall Field & Co. has devoted an entire page of 
its annual Christmas number of “Fashions of the Hour” 
to gift slippers. The slippers featured include numbers 
to wear with pajamas and slacks, with hostess gowns, 
tailored gowns, etc. Field’s has again named its slipper 
section Leisure Square. All showcases surrounding this 
square are devoted to displays of a wide range of styles, 
including a number of complete ensembles of slippers 
shown with appropriate gowns, robes, hostess gowns, 
housecoats, etc. In the center of the section is a huge 
Christmas tree surrounded by gift slipper packages. 


- Carson, Pirie Scott & Co., in addition to the regular 
slipper shop in the main shoe section, have slipper coun- 
ters in several good locations throughout the store and 
also in the “Aisle of Gifts” on the second floor, where 
they are featured as gifts “For Happy Leisure.” 


Varn Opens Family Store 


Dave Crry, Fia.—Fred Varn is opening an exclusive 
shoe and hosiery store catering to the needs of men, 
women and children. Nationally advertised lines will 


be featured. 


E 


“PARADE” 

a new military pattern 
made of 
Horween’'s 
TIMBER TANNED 
FORREST 
CALF 
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G/C SKI BOOT LOOPS, by actual tests, pro- 
vide the strongest available fastenings for ski 
boots. Set in from the edge of the quarter, as 


here shown, these loops provide maximum se- 


curity and insure a smooth means for the move- 


ment of the lace. 


SPORT LACES... These new round laces are 
designed for use in the SKI BOOT LOOPS — 


and are also well adapted for general sports use. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Extraordinary Sales Reported in Chicago 





Christmas Buying Expected to Be Largest Since 1930—May 
Approach 1929 Mark 


CHICAGO, ILL.—With shoe merchants 
and shoe department heads reporting 
record slipper and novelty gift sales in 
pre-holiday selling, Christmas buying 
in the Chicago territory is expected to 
be the largest of any year since 1930 
and may approach the 1929 mark. A 
survey of general buying is also sup- 
plemented by the Federal Reserve 
Board report of substantial sales gains 
over 1939 and by the stream of special 
and regular dividends payable during 
the holiday season. 

Lawrence Whiting, chairman of the 
Domestic Commerce Committee of the 
Chicago Association of Commerce, 
estimated that the American public this 
year will have about 3% million dollars 
more to spend than last year. The sales 
of Christmas gifts in the nation should 
total about two billion dollars or 10 
per cent more than in 1939, he said. 

Chicagoans, Whiting predicted, will 
spend 150 million dollars for gifts. 
Many merchants believe that the in- 
crease in sales in Chicago may be 15 
or 18 per cent over last year, and some 
look for gains of 25 to 30 per cent for 
their own companies. 

Confidence in the holiday outlook was 
evidenced by the record-breaking par- 
ticipation in the city-wide observance 
of toy opening day on November 22. 
Among Chicago stores which predicted 
sales increases were Marshall Field & 
Co., Wieboldt Stores, Inc., Goldblatt 
Bros., Inc., The Fair, and Netcher’s 
Boston Store. 

Near zero weather and heavy snow 
the last week of November brought an 
early rush on rubber footwear. Mer- 
chants report that, in addition to rec- 
ord sales of regular galoshes, they are 
also selling more of the fancy type boots 
than in any other year. All types of 


boudoir slippers are selling with an 
exceptional interest in scuffies for both 
men and women in all materials and all 
price ranges. Play shoes, both for 
Southern wear and for general wear, 
are also selling for gifts. In fact this 
type of shoe has been selling steadily 
all Fall and has not experienced the 
usual seasonal lull. 

Regular shoe sales are concentrated 
chiefly on combinations of gabardine 
and reptile trim, the reptile being used 
on heels and platforms. There is also 
a heavy demand for alligators in oxford 
and walking-type shoes, and calfskins 
in walled last and step-in patterns are 
selling well. There is also some selling 
of faille in the lower price ranges. The 
trend continues to lower heel type shoes. 

Resort shoes have started to sell, 
with most of the early buying concen- 
trated on the classic types in all white, 
spectators, and brown and white. The 
off-whites—natural, banana, and turf 
tan—have carried over from last year 
in popularity. Indications point to post- 
holiday selling of high and bright col- 
ored alligators which are dressier than 
in former years, many with open backs 
and other open effects. Saddle color 
in plain and antiqued effects is also 
selling for Southern wear with the 
antiqued effects expected to carry over 
into Spring local wear. 


Buys Buffalo Store 


BuFFALO, N. Y.—Arthur C. Friedley, 
well-known Buffalo shoe man and 
former manager of the Kenmore Boot 
Shop at 2870 Delaware Ave., Kenmore, 
N. Y., has purchased the business from 
Mr. and Mrs. Fred Liddon. This store 
features only corrective footwear and 
has built up a good business. 


N. Y. Travelers to Elect 
Officers December 30th 


New YorK—The Boot and Shoe Trav- 
elers’ Association of New York will 
hold their 34th annual meeting and elec- 
tion of officers on Monday evening, De- 
cember 30, at their club rooms in the 
Marbridge Building. 

The business meeting of the group 
will take place at 4.30 P.M. and will 
last about an hour, after which, be- 
ginning at 5.30 P.M., a cocktail party 
will be held at which everybody is wel- 
come. 

The following slate of officers for th« 
coming year will be presented for rati- 
fication: 

President, Glenn Van Meter; first 
vice-president, N. J. McManus; second 
vice-president, O. J. Sullivan; third 
vice-president, William Bressler; sec- 
retary-treasurer, Charles Havranck; 
and assistant secretary, Edward Brown. 
The following directors will also be 
voted on at this meeting: Thomas G. 
England, Harold Callahan, L. Fried- 
man, Larrie Sass, Bert Drake and R. 
Fredericks. 


Boston Club Hears Talk 
On Alaska 


Boston, Mass.—The 299th dinner- 
meeting of the Boston Boot and Shoe 
Club, the leading social organization in 
the shoe and leather trade, was held 
on Wednesday, December 18, at the 
State Suite in the Copley Plaza Hotel. 
The guest speaker was Bradford Wash- 
burn, noted Alaskan mountain climber 
and executive director of New England 
Museum of Natural History in Boston. 
who presented an illustrated lecture on 
his “Alaskan Adventures.” The presi- 
dent of the club, Francis B. Masterson. 
prominent Boston shoe wholesaler, pre- 
sided and served as toastmaster. Mr. 
Washburn illustrated his lecture with 
magnificent moving pictures and beau- 
tifullv-colored lantern slides. 
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Remodel Stewart & 
Swanson Store 


OsSKALOosA, IowaA— The Stewart & 
Swanson Shoe Store, here, has been 
remodeled and redecorated. An orna- 
mental partition has been erected at 
the rear of the store separating the 
rubber goods into a separate depart- 
ment, and shadow boxes have been 
placed in the partition for display of 
shoe stock. A circular shaped stand in 
front of the partition provides space 
for the office work; these with new 
lighting fixtures and the harmonious 
colors used in the decoration make the 
interior very attractive. 
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Taylor Joins Vulcan Corp. 


PORTSMOUTH, OHIO— Vulcan Cor- 
poration announces that, effective De- 
cember 9, Arthur B. Taylor of Mar- 
blehead, Mass., becomes associated 
with Vulcan Corporation with head- 


ARTHUR TAYLOR 


quarters at its Brockton, Mass, lasi 
plant, from which point Mr. Taylor will 
contact his many friends in New En- 
gland and elsewhere with the latest 
creations in men’s lasts. 

Mr. Taylor, having spent many years 
in the iast business, is no stranger in 
the industry, and will be welcomed by 
the manufacturers of men’s shoes to 
whom Vulcan Corporation tenders his 
services. He will be highly appreciative 
of any opportunity to work with stylists 
and others in plants where a thorough 
knowledge of style and fit will be of 
value. Between his visits he will be 
subject to call when his services can 
be helpful to them. 


Barrels of Shoes 
In Grand Rapids 


GRAND Rapips, Micu. — “Shoes for 
Britain” barrels have been placed in 
stores, schools, churches and clubhouses 
throughout the city and county. The 
local campaign will last until Christ- 
mas eve. The following shoe stores are 
co-operating with this worthwhile 
cause: 

Reed’s Shoe Store, Douglas Shoe 
Store, Arch Relief Store, East End Shoe 
Store, Huttenga Shoe Store, Florsheim 
Shoe Shop, Yeiter Shoe Store, Burton 
Bootery, Anderson’s Shoe Store, and 
shoe departments in the department 
stores, which include Boston Store, 
Wurzburg’s, Harpolsheimer’s, Fleck’s, 
Bon Marche and Steketee’s. Michigan 
State Shoe Retailers Association is 
among the organizations lending a 
hand. 
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Unusual Style Shoe for 


National Shoe Fair 
(CONTINUED FROM PAGE 13] 


new approach to fashion for the 
masses, she will reveal in her observa- 
tions as commentator for the “Master- 
pieces of Fashion” the trends of foot- 
wear and fashion for Spring. 

One of the interesting features will 
be a dialogue between Mrs. Cushman 
and Mrs. Eleanor Winslow, manager 
of Retail Publicity for the Journal. The 
discussion will be high fashion, versus 
volume and the profit angle of 1941 
fashions. 

Mrs. Cushman says the show will in 
clude plenty of information, plenty of 
glamour and absorbing interest. 

Presented to each person in atten- 
dance will be a Spring forecast on shoes 
prepared by the Journal especially fo: 
the National Shoe Fair. Admission 
will be by ticket only. These will be 
available at the Registration Desk, 
National Shoe Retailers’ Association 
Booth, Lobby, Michigan Ave. entrance, 
to all requesting them as long as the 
supply lasts. 


Shoe Store Opens Gift Shop 


EVANSTON, ILL.—@pening of a special 
gift department known as Joseph Gift 
House marked the first anniversary 
celebration of the Joseph Town and 
Country Shoe Shop, 1626 Sherm 
Avenue, here. With all gift ite 
gathered together in a special secti: 
shopping is made simple. The gift sel 
tion in addition to a wide array of sli| 
pers, includes evening slippers, hand- 
bags, boots, evening bags, hosiery, a” 
many novelty shoe items. 
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Play Up Protective Footwear 


[CONTINUED FROM PAGE 15] 


DON’T TAKE CHANCES NOW! 
Months of Winter have lowered vitality 
—it’s easier than ever to take cold. 
Keep your feet dry and warm. 


MEBRUARY—FLU! The _ shortest 
mouth is long on sickness. Keep your 
fect dry and warm. 

HE SERIOUS SEASON’S HERE! 
ching cold now is more dangerous 

» ever because of lowered resistance. 

p your feet dry and warm. 

iVHY RISK IT? Snow, sleet, slush— 
millions of cold “bugs” just wait- 
to get you down. Keep your feet 

» and warm. 

?HE DANGER ZONE! 

r oft begin at the feet. 
dry and warm. 


Chills and 
Keep your 


And here is another series of para- 
graphs using a different “clincher”— 

Danger afoot— Wear your rubbers 
when it’s wet. 

juard your health during the low- 
vitality months—Wear your rubbers 
when it’s wet. 

Colds dog your steps after every 
stovrm—Wear your rubbers when it’s 
wet. 

Be smart and look smart—Wear your 
rubbers when it’s wet. 

Prevention is better than pills—Wear 
your rubbers when it’s wet. 


Tie-up with important health mea- 
sures offers opportunity for an ad series 
of direct interest to the community, and 
at the same time gives recognition to 
the people and health helps that are so 
valuable to the locality. Here are 
typical suggestions— 

The improvement in our local water 
supply has contributed greatly to the 
health and happiness of our community 
—BUT—T here’s another form of health 
protection that can save this community 
thousands of dollars of needless ex- 
pense, and prevent much suffering and 
unhappiness—Simply wear your rub- 
bers when it’s wet. 


A timely folder can be made up for 
general distribution giving simple rules 
on the important subject of how to pre- 
vent colds: 


1. Eat wholesome foods, avoiding too 
much rich pastry. 

2. Drink plenty of water. Fruit juices 
are also helpful. 

8. Follow your hot bath with a cooler 
rinse or shower, if going out soon after. 

4. Avoid drafts, also overheated 
rooms. Avoid chilling when the body is 
damp from perspiration. 

5. Change air in rooms several times 
daily. Try to have enough moisture in 
the air. 

6. Wear warm clothing on cold days, 
putting on extra wraps when you go 
out, but do not be over-dressed in the 
house. If you perspire, wear undergar- 
ments that absorb perspiration. 


New Notes in Heels 


“ 


5 omy gt 


Kenneth Keyes, one of the leading shoe designers, has designed new heels and 


done new things with toes and vamps. 


hen, having made a really up-to-the- 


minute streamlined shoe, he decided to go the whole way and make a heel of 


acrylic plastic material. 


Mr. Keyes found that the sparkle of transparent heels 


and the dark gloss of suede make a sophisticated combination for Autumn and 


Winter shoes. 


I. Miller agreed with him and has been successfully handling the 


plastic-trimmed shoes he designs, some of which are shown here. 





7. Gargle your throat with antiseptic 


after being in a crowd. 

8. Get sufficient rest, so that you are 
not “all in.” 

9. Get out in the open on crisp, 
pleasant days, for a bit of body-bui'd- 
ing exercise. 

10. Keep your feet warm and dry. 


Army Leather Boot 
Contracts Awarded 


Boston, Mass. — Contracts covering 
the manufacture of 40,740 pairs of 
leather boots for mounted enlisted men 
in the regular army have been awarded 
to two New England manufacturers. 
R. P. Hazzard Co., of Augusta, Me., is 
to manufacture, 5004 pairs at $5.88 per 
pair; H. H. Brown Shoe Co., Inc., of 
Worcester, Mass., will make 10,740 
pairs at $5.89; 10,000 pairs at $5.96, 
and 14,996 pairs at $6.14. 


To Elect Association Officers 


MILWAUKEE, Wis.—The Wisconsin 
Shoe Travelers’ Association at its reg- 
ular meeting December 28 at the Plank- 
inton hotel, here, will elect new officers 
from a slate of nominations named at 
the November meeting of the organi- 
zation as follows: L. L. Imig and Henry 
D. Kuehn, president; Kuehn and Jo- 
seph Skibinski, first and second vice- 
presidents, respectively, and Fred E. 
Schmidt, secretary-treasurer. Board of 
governors nominated include Milton 
Meissner, Fred Jones, Oscar Karzke, 
Edward P. Schmidt and John Kowal- 
sky. All are from Milwaukee. 

Named as delegates to the Chicago 


convention in January are Messrs. 
Imig and Kuehn. 

The Wisconsin Travelers voted to 
participate in the Central States Shoe 
Fair, which will combine a number of 
state conventions of retailers and tra- 
velers in the Middle West area in 1941. 

Membership of the Wisconsin Tra- 
velers is on a par with last year, ac- 
cording to Secretary Schmidt. 


Shoe Salesman Among First 
Selected for Draft 


ROCHESTER, N. Y. — Military life 
should be second nature to a 22-year- 
old Penn Yan shoe salesman who just 
left the city with 32 other selectees for 
a year’s training at Fort Dix. He is 
John Pershing Finnigan, who was 
named in honor of the famous com- 
mander of the American Expeditionary 
Force—sometimes called “Black Jack” 
Pershing. 

It was not just because his parents 
admired Pershing that the shoe sales- 
man got the distinguished cognomen. 
He said that he was born on Armistice 
Day, 1918, in the 11th hour of that 
historic day. A real war baby, getting 
ready in case another war should hap- 
pen along. 


Andy Swanson Recovering 


OSKALOOSA, Iowa — Andy Swanson, 
Sr., local shoe merchant, is recovering 
from injuries received when struck by 
an automobile while crossing the street. 
He suffered a broken right shoulder, 
scalp wound and body bruises. 
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Pave the shoes with Newflex Insoles, 
Watch repeat sales swell your bankrolls. 
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Skating Shoes 
BROOKS 
ICE SKATING 
OUTFITS 
The Finest in America 


Write for 
Catalogue & Price List 


BROOKS SHOE MFG.CO. 








Swanson & Ritner Sts. 
Philadelphia 





Edouard Lacroix 


FALL River, Mass.— Edouard La- 
croix, 83, retired shoe dealer, died De- 
cember 10 at his home in this city, 
where he had lived for 30 years. Mr. 
Lacroix conducted a successful retail 
shoe business in the east end section 
of the city until 1927, when he retired. 


Forrest E. Cory 


BELLEFONTAINE, OHIO — Forrest E. 
Cory, 69, Bellefontaine shoe merchant, 
died recently after a long illness. He 
was a 32nd degree Mason. 
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Obituaries 


Wilson H. Blackwell 


New York—Wilson Hunt Blackwell, 
treasurer of United States Rubber 
Company, died here recently in the 
Post-Graduate Hospital, following an 
operation for appendicitis. He was 68 
years old. 


W. H. BLACKWELL 


Mr. Blackwell had been with United 
States Rubber Company for 45 years, 
and was treasurer and a _ director 
of many of its subsidiary companies. 
He was born in New York City, and 
was a direct descendant of Robert 
Blackwell, for whom the famed Black- 
well’s Island, now Welfare Island, was 
named. He attended New York Uni- 
versity, where he was a member of 
Delta Kappa Epsilon fraternity. 

On July 1, 1895, Mr. Blackwell 
entered the auditor’s department of 
United States Rubber Company. He be- 
came treasurer of the General Rubber 
Company when it was formed in 1910 
to fill the United States Rubber Com- 
pany’s needs for crude rubber, and to 
develop the company’s plantations in 
Sumatra and British Malaya. In 1918, 
he was elected assistant treasurer of 
United States Rubber Company and 
became treasurer the next year. He was 
also treasurer of the Rubber Manufac- 
turers Association. For several years 
Mr. Blackwell was treasurer and a 
governor of the Lotos Club in New 
York. His home was at 131 Riverside 
Drive. 

Surviving are his widow and two sis- 
ters. Funeral services were held in St. 
Thomas Protestant Episcopal Church, 
Fiftk Avenue and Fifty-third Street, 
this city. 


Abraham Rosenberg 


NEw ORLEANS, La.—Abraham Rosen- 
berg, well known in the trade as senio: 
member of the wholesale shoe firm, B 
Rosenberg and Sons, here, died recently 
of a heart attack while en route on th« 
train from Montgomery, Ala., to New 
Orleans. 

Mr. Rosenberg was a native of New 
Orleans and a graduate of Tulane Uni 
versity. Besides his connection with hi 
wholesale shoe firm he was also owne 
of the Golden Star Planting and Man 
ufacturing Company, of Vacherie, La 
He was a member of B’nai Brith an 
Jefferson Lodge 191, F. and A.M. 

He is survived by his widow, tw 
sons, Nathaniel B. and Abraham C.; 
brother and a sister. 


Paul Kernan 


HASTINGS, Nes.— Paul Kernan of 
The Kernan Shoe Company, here, die 
recently. The funeral was held fror 
St. Cecilia Church, of which he was a 
life-long member. Burial was at Hast 
ings. 








PAUL KERNAN 


“Steve” Kernan, as he was best 
known to his associates, was connected 
with the Kernan Shoe Company for the 
past 30 years, operating a quality fam- 
ily shoe store. The concern now op- 
erates two other stores—one at Grand 
Island, Neb., and the other at North 
Platte. All are owned and managed by 
the family, all of whom have been life- 
long shoe people. The business will 
continue as usual. 

Mr. Kernan served as president of 
the Nebraska Shoe Retailer’s Associa- 
tion. He was in the World War, and 
served as Commander of the American 
Legion. He was a valued member of 
the community. 

Mr. Kernan is survived by his widow, 
one son and one daughter; his moth«r, 
several sisters and brothers. 
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MOC-ABOUTS 


Reg. U. S. Pat. Off. 
in Stock For Men, 
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The feet are sold inside the shoes, 
They’ re better insoled when you choose. 
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Slippers 
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TURN SLIPPERS IN-STOCK 
$1.85 No. 53 TAN—BLACK 

e BLUE and BURGUNDY 
Patent pip- 


length sole 
—full leather 
lined. 
Tan Elk 
Moccasins 
in stock, $1.50 
WILBUR K. FOSTER, Haverhill, Mass. 





























Spokane Dealers Hold Meeting 


SPOKANE, WASH.—The last regular 
meeting for the year of the Spokane 
Retail Shoe Dealers’ Association was 
held recently completing a series of 
educational meetings which the various 
members feel have been of great value. 

“For each monthly session we have 
tried to have a speaker who could really 
give the shoe men information pertain- 
ing to the business,” said Otto Warn, 
president. “For instance our last talk 
was on taxation in the state as it effects 
the shoe business. Taxation measures 
in force and those apt to be brought 
up before the coming session of the 
legislature were studied. 

“Another very interesting discussion 
was held the month previous on ‘Behind 
the Customer’s Mask,’ a study of cus- 
tomer psychology by a leading advertis- 
ing authority of the city.” 
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Wisconsin Teneclers 
Nominate Imig as Head 


MILWAUKEE, Wis.—At a recent meet- 
ing of the Wisconsin Shoe Travelers’ 
Association, held at the Plankinton 
Hotel, L. L. Imig was renominated for 
the office of president. Other nominees 
were: Henry D. Kuehn, for first vice- 


L. L. IMIG 


president; Joseph Skibinski, for second 
vice-president; Fred E. Schmidt, for 
secretary and treasurer. Milton Meiss- 
ner, Fred Jones, Joseph Skibinski, 
Edward P. Schmidt and John Kowalsky 
are all up for election as directors to the 
board of governors. Three of the above 
candidates will be chosen. Saturday, 
December 28, is the date set for the 
election. 

Mr. Imig and Mr. Kuehn are to be 
delegates to the Wisconsin Shoe Trav- 
elers’ Association, who will attend the 
annual convention of the National Shoe 
Travelers’ Association. This will be 
held in Chicago at the Morrison Hotel, 
January 4 and 5. 

The Wisconsin association endorsed 
the motion to hold a Summer shoe show 
in Chicago June 1 to 3, 1941. The Cen- 
tral States Shoe Fair, organized by 
state and regional shoe _ travelers’ 
groups, according to Mr. Imig, would 
eliminate the necessity of many and 
frequent exhibits at local conventions. 


Cohen Rejoins 


Juvenile Shoe Corp. 

Sr. Louis, Mo.—Raymond Cohen, for 
the past two and one-half years buyer 
of leather and supplies for the Wolff- 
Tober Shoe Manufacturing Co., re- 
joined the Juvenile Shoe Corporation 
December 1. Prior to his connection 
with Wolff-Tober, Mr. Cohen had been 
with Juvenile for some 20 years. In 
his new position with Juvenile he will 
handle mail orders and purchase stock 
shoes. 


Detroit Retailers Attend 
Controllers Meeting 


DETROIT, MicH.—Stuart Rackham, ot 
Stuart Rackham Shoes; Glen Buell, o: 
The R. H. Fyfe Co.; and Leonard Hack 
of Hack Shoe Company, Detroit shov 
retailers, were in Ann Arbor, recentl) 
to attend the meeting of the Detroi 
Controllers, who were guests of th 
University of Michigan School of Busi 
ness Administration. The subject of dis 
cussion was Budgeting in Retail Mer 
chandise Control. 

After the meeting dinner was serve 
at the Michigan Union, followed by sev 
eral speeches and films of the Michiga 
football game. Two members of th 
Michigan football team were presen 
at the dinner. 


Perry Heads Macon Retailers 


Macon, GA.—Cole Perry has bee 
elected president of the Macon Sho 
Retailers’ Association for the comin 
year, to succeed Frank F. Brooks. Oth« 
officers elected at the annual meeting, 
held on Monday evening, Decembe 
2nd, at the Hotel Lanier, were Be 
Wise, vice-president; Dorsey Holzer 
beck, secretary, and W. W. Boswell, 
treasurer. 

J. Naylor Douglas and D. J. Hath 
away were special guests at the meetiny 
and H. K. Burton was winner of th 
ten-pound Christmas turkey offered as 
first prize in the spelling bee. 


Association Organized 
In Schenectady 


SCHENECTADY, N. Y.—Philip Ratick 
of the Carl Co., one of the largest de- 
partment stores in the city, has been 
named chairman of the Schenectady 
Shoe Dealers Association at a recent 
organization meeting held in Hotel 
Mohawk. The association will function 
es part of the retail merchant’s bureau 
of the Schenectady Chamber of Com- 
merce. John Kelly of the Endicott- 
Johnson Co., was elected vice-chairman. 

The retailers, who will meet every 
Tuesday at noon, will discuss the needs 
of the association with reference to 
good fellowship among the dealers. Th« 
meetings will serve as a means of dis- 
cussing common problems. 

Mr. Ratick points out that the organ- 
ization is not only for the downtown 
shoe merchants but is designed to serve 
the best interests of all retail shoe 
merchants throughout Schenectady. 
“With the association still in the forma- 
tive stage,” he says, “I hope that al! 
members of the trade will find it desir- 
able to come to the weekly meetings. 
The officers feel it is only through co- 
operation of all the merchants that an 
association can best serve its member- 
ship.” 

Since the organization was started 
the “barrels of shoes for war refugees’ 
have been adopted here and barre's 
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Increased Activity in Detroit Shoe Shops 


have been placed in the stores and on 
the sidewalks. Many have already been 
filled with shoes in good condition and 
sent to the British relief. One member 
of the assoeiation has already sent 
away ten barrels of shoes and was 
obliged to sort out and throw away only 
a few pair that were not usable and 
fit to wear. 


Fiorsheim Shoe Reports Profit 


CHICAGO, ILL.—Florsheim Shoe Com- 
pany has issued its 48th annual finan- 
cinl report, as of October 31, 1940, 
showing that operations for the fiscal 
year resulted in a profit of $1,098,231.27, 
aiter making adequate provision for 
depreciation, reserves for all doubtful 
accounts and deduction of Federal in- 
come and all other taxes. 

Irving S. Florsheim, president of the 
company, in his signed statement, said 
that this profit “was equivalent to $2.74 
per share on the outstanding Class ‘A’ 
Common Stock and $1.37 per share on 
the outstanding Class ‘B’ Common 
Stock and is somewhat better than the 
previous fiscal year, when the earnings 
were $2.49 per share on the Class ‘A’ 
Common Stock and $1.24% on the Class 
‘B’ Common Stock. 

“Business continues to be very active 
and our plants are currently operating 
at capacity,” continued Mr. Florsheim. 


Vamos Opens Boston Office 


New York — Alfred Vamos, sole 
agent of Lastex shoe materials, has 
opened new offices and a showroom in 
Boston at 186 Lincoln Street, Rooms 
408-409, in order to give fuller and 
speedier service to New England cus- 
tomers. 

Adequate stocks of all materials will 
be carried on hand as well as the latest 
models designed by Vamos in advance 
of every season. These models will be 
placed on display at the new show- 
rooms simultaneously with the firm’s 
seasonal exhibits at New York, St. 
Louis and Cincinnati. 

Albert Kovats will be in charge of 
the Boston office. 


[37] 





Holiday Business Good, with Marked Emphasis on Formal 
Footwear and Accessories. Sales Volume Up in Many Stores 


Detroit, MicH.—With improved eco- 
nomic conditions and indications of in- 
creased industrial activity, and with 
the Christmas market just around the 
corner, activity in Detroit retail shoe 
marts has definitely increased in prac- 
tically all sections of the city. 

Detroit is really dressing up for its 
1940’ Christmas. All along Woodward 
Avenue, Washington Boulevard and out 
the Grand Boulevard section, many new 
sparkling plate glass windows and 
fronts have been installed recently 
forming a suitable setting for the foot- 
wear on display, and with the exteriors 
of the buildings brightly bedecked in 
full Christmas array, the business sec- 
tion has been magically transformed. 

Out the Grand Boulevard way, Sax- 
Fifth Avenue, Detroit’s newest shoe 
salon offers two very attractive evening 
slippers of the mule type, entirely new 
to Detroit, according to Sam Caplin, 
assistant manager of this department. 
Clear as glass is the plastic used in a 
striking cocktail slipper, with gold kid- 
skin used effectively in the sole, cut- 
out toe and gold leaf trim. Plastic heel 
is glass clear. 

The other is also in crystal clear plas- 
tic with a braided gold and silver kid- 
skin trim, with a Turkish toe and solid 
wedge heel. Both retail at $16.75. 

Evening shoes and boudoir slippers 
are, of course, the big Christmas items 
and are being stressed by all retailers 
handling these lines. 

I. Miller in the Fisher Building, is 
also featuring a crystal clear slipper, 
perforated for comfort, with bow trim. 
Another attractive shoe is a black crepe 
cocktail sandal with gold in the plat- 
form sole and trimming the heel and 
cut-outs. 

In both of these exclusive shops ac- 
cessories are prominently displayed and 
many handsome evening bags, remi- 
niscent of the Gay ’90’s, are expected 


to find their way into Christmas stock- 
ings. 

At the Paramount Shoe Shop, Wil- 
liam J. McLean, proprietor, expressed 
the same optimistic spirit shown by 
practically all Detroit shoe retailers. 
His shop is located off the lobby where 
several thousand business folk pass 
every day, and he has experienced a 
definite increase in sales volume in the 
past few weeks, which he feels is just 
a sample of what is to be looked for 
shortly. Mr. McLean stated that he 
was anticipating a good holiday busi- 
ness in evening bags in brocade with 
rhinestone trim, combined with evening 
shoes in jewel tones, which have been 
going very well this year. “Gold and 
silver kidskin with gold and silver bags 
have been very popular this year,” 
said Mr. McLean. “I find that flat heels 
are becoming very popular in evening 
shoes. In fact, many of my customers 
who will not wear them on the street, 
demand them for the dance,” he said. 

“We have had a remarkable increase 
in business during the past month, and 
I anticipate that our Christmas busi- 
ness will show a 20 per cent increase 
over the past several years,” said W. 
H. Adams, president of The R. H. Fyfe 
Co. Footwear appropriate for the gala 
season is being prominently displayed. 

The Ernst Kern Co. and The J. L. 
Hudson Co. are gaily bedecked in the 
Christmas manner and well stocked 
with a handsome and extensive line of 
holiday footwear. 

Advertisements of The Hudson Com- 
pany in local newspapers tied in ef- 
fectively, expressing the gay spirit of 
the season. 

A free spirit of buying seems to pre- 
vail here and merchants have excep- 
tionally fine lines to offer. It would 
seem inevitable that the holiday buying 
season would prove profitable and satis- 
factory to both buyer and seller. 








—If The-Man-at-the-Fitting-Stool knows 
all the vital talking points of your prod- 
uct, it’s a safe bet he’ll pass on these vital 


talking points to his customers. 











BOOT ano SHOE RECORDER, December 21, 


1940 


sified ants Ip anir 





SALESMEN WANTED 





WANTED experienced traveling man for gen- 
eral line popular priced shoes, Twin Cities 
and Minnesota. Address £972, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. 





EXPERIENCED MEN, well acquainted with 
trade handling high-styled ladies’ novelties, 
.00 retailers, covering Connecticut, New York 
State, Ohio, ‘Pennsylvania. Give full details 
in reply; references required. Commission basis 
only. Benj. Walk & Co., Inc., 205 Essex Street, 
Boston, Mass. 
LLINOIS, Indiana, Ohio and Nebraska are 
open for this well known line of Children’s 
and growing Girls’ footwear. Sinbac Shoe 
Company, Chicago. 


Middle West territories for 

snappy short line of growing girls’ $3.00 
Sports, stocked in widths, in Chicago. Address 
2976, care Boot & Shoe Recorder, 209 South 
State Street, Chicago, Til. 


WoL ESAL E COMMISSION SALESMEN 
for women’s novelty and staple line to retail 
at $2.00 for following proven territory: North 
Carolina, South Carolina, Arizona, California, 
Colorado, Utah, Oregon, Washington. Give ful! 
details; age, experience, present employment, 
and territory covered. Address Langer-Lippman 
Company, 163 Lincoln Street, Boston, Mass. 


ALESMEN for 





S ALESMEN calling on the volume trade can 

make extra money selling our Infants’ pre- 
welts as a_ sideline. Replies confidential. 
SHOE CRAFT, INC., 2947 NORTH 30th 
STREET, Milwaukee, Wis. 





ALESMEN WANTED: to carry manufac- 

turer’s line of Men’s Goodyear Welt Dress 
Shoes to retail from $3.00 to $3.50. Strictly 
commission basis. Limited territories available. 
Apply Box 977, Boot & Shoe Recorder, 140 
Federal Street, Boston, Mass. 





ALESMEN WANTED: One for Western 

New York State; one for Eastern Pennsyl- 
vania; ene for Western Pennsylvania, to carry, 
fast selling line of popular priced Women’s 
sport s . corrective shoes, evening sandals 
and novelties. Must have good references; be 
reliable; strictly commission. Address $981, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 





EXPERIENCED SALESMEN for line of 

men's mocassins, camp and work shoes, spe- 
Commission basis. State references, 
territory covered. Address 2980, 
100 East 42nd 


cialties. 
lines carried, 
care Boot & Shoe Recorder, 
Street, New York, N. Y. 





SIDE LINE SALESMEN ee 


IDELINE SALESMEN WANTED for New 

York State and Pennsylvania State to sell a 
fast line of in-stock Juvenile shoes; Must have 
experience; following; and live in territory. 7% 
commission. State. references and particulars. 
Address $973, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





| 


| 
| 
| 





POSITION WANTED 


WANTED TO PURCHASE 





P QSITION WANTED: Young Man, 30, 
Married, at present employed as Manager 
and Buyer—10 years’ experience in Managing, 
Selling, Buying, desires to make connection 
with aggressive organization; will go anywhere. 
Alert, aggressive and ambitious. Address $975, 
care Boot & ~ a a 100 East 
Street, New York, We 


42nd 





AY AILABLE first of year, 
eight years old, ten years 
cluding store management, window display. 
Hard worker; alert judgment; personnel diplo- 
mat. Like position with growing organization 
or retailer who needs right-hand man. Go any- 
where. Address $978, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 


Shoeman, twenty- 
” experience, in- 








FOR SALE 





FoR SALE: Established Family Shoe Store 

in town of 9,000 population; good locatior 
and steady employment town. Customer should 
have small amount of cash. Owner has other 
interests. La Rue Ulrich, No. 8 West Tenth 
Street, Tyrone, Pa. 


LINE NE WANTED 





ATIENTION Play Shoe and Novelty Slipper 

Manufacturers; experienced salesman open 
for line for Pacific Coast. Sells to chains and 
hest department store trade. Will also carry 
line of stitchdowns. Address $979, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 








HOTELS 





(it-h» wh Hh oust food 
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Novelty Leisure Shoes 


Los ANGELES, CALIF.—New in the 
novelty shoe field are the Hollywood 
Shaggee Co.’s hand crocheted “Slouch- 
ees,” made of California string yarn, 
the same material used in manufactur- 
ing throw rugs. These shoes come in 
twelve colors and white, some with open 





WE BUY 
Entire or Surplus Wholesale and Retaii 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos 
tonians, Stetson, Red Cross, Nunn-Bush, Etc 
IRVIN SBUBIN 
“The House of Jobs” 
89 Reade St., Cor. Church 
Phone Barclay 7-7887. New York City 








SHOE STORES WANTED 
FOR CASH 


Men's, women’s, children’s shoes retailing 
from $500 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
Unusual references on request. 











Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks 
Branded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 
14 8. Third St. Philadelphia, Pa. 
Phone Market 9139 








HAVE YOU FOR SALE 
Shoe stores; Gents’ Furnishings; 
Clothing; Dry Goods; Surplus 
Stocks? Best prices paid. 


HENRY YOUNG 


1055 Summit Ave., Bronx, New York 
Telephone: Toppings 2-5895 











toes, some with yarn rope soles and 
some with leather soles. The rope soles 
are for indoor wear, while the leathe: 
sole models are fashioned for slack and 
beach wear. The Broadway Department 
Store recently advertised Slouchees say- 
ing, “You’re ankle-deep in juxury in 
cozy, handmade Slouchees of shaggee 
rug yarn, $2.95.” 





mum charge, 75 cents. For 
When a box number is 
address should be counted. 
The rate for all display 





The rate for “Position and Lines Wanted” advertisement 
all other classified advertisements the rate is 7 cents per word. 
desired twelve words should be added for the address. In all other cases each word of the 


CLASSIFIED ADVERTISING RATES 


is 4 cents per word for all undisplayed advertisements. Mini- 


classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
SS Advertisements for this page must be in our New York office on Friday of the week preceding publication. 


Minimum charge, $1.25. 
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BOOT anpv SHOE RECORDER, December 21, 1940 


SELL THOSE WINDOW SHOPPERS 
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“D"—Rose, blue & 





background. background. 
Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blanktickets,show- 
ing the design only, are 
also available. 


We have in stock a com- 
plete selection of designs 
and color combinations. 








“O"—Salmon, blue 
yellow on white & black on white 














low on white back- 


ground. 


6 Dozen 
$1.10 


12 Dozen 
$2.00 








PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 


oi 
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X-4—Red and 


background. 


The size—l1¥4” x 254"—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per gross—$2.25 per 
half gross. 


We will send a circular showing actual samples, at your request. 


X-5—Red and 


green on white green on white 
background 
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BOOT & SHOE RECORDER @ MERCHANTS SERVICE @ 209 SO. STATE ST @ CHICAGO, ILLINOIS 











WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 


COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 
SERVICE ... New and seasonal dis- 
play cards and harmonizing price 
tickets every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 
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TICKETS 
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$5.00 
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